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This thesis was made in collaboration with a company called The Innovation Company®, which 
operates in the industry of cosmetic raw materials. The author was an intern in the company 
and the contact person was the company’s technical director Jaana Printz. 
The purpose of this thesis was to create new online marketing channels and to gain visibility for 
the company and its new image by creating an email marketing campaign, using social media 
channels and update their marketing material. Another aim was to keep contact with  the 
company’s distributors and potential clients between exhibitions and make an easy to use 
online customer database. 
Research was done to explore the marketing channels, which The Innovation Company® 
already uses and to analyze which of those channels work and which need to be improved. The 
research concentrated on the marketing methods, which are used in the industry at the 
moment. An interview was held in a big exhibition in Hamburg, called In-Cosmetics, to gather 
current information about the marketing channels used in the cosmetic raw material industry. 
Also the company’s goals were evaluated. As a result, new marketing channels were created 
for the company. 
KEYWORDS: 
Business-to-business, marketing, email marketing, social media marketing, communications, 
visibility, image 
  
TURKU UNIVERSITY OF APPLIED SCIENCES THESIS | Tiia Kares 
 
OPINNÄYTETYÖ (AMK) | TIIVISTELMÄ 
TURUN AMMATTIKORKEAKOULU 
Kauneudenhoitoalan koulutusohjelma | Estenomi 
2014 | 38 
Timo Linnossuo 
Tiia Kares 
INTERAKTIIVISTA NÄKYVYYTTÄ UUDELLE 
IMAGOLLE 
Tämä opinnäytetyö tehtiin yhteistyössä yrityksen kanssa nimeltä The Innovation Company®. 
Yritys valmistaa kosmetiikassa käytettäviä raaka-aineita. Kirjoittaja oli työharjoittelussa 
yrityksessä. Yhteyshenkilönä toimi yrityksen tekninen johtaja Jaana Printz. 
Tämän opinnäytetyön tavoitteena oli yrityksen uuden visuaalisen ilmeen esille tuonti eri 
markkinointikeinoin sekä luomalla yritykselle uuteen imagoon sopivaa markkinointimateriaalia. 
Yrityksen toiveena oli markkinointiviestinnän laajentaminen sähköpostimarkkinointiin ja 
sosiaaliseen mediaan, sekä työntekijöiden ja jälleenmyyjien käytössä olevan intranetin 
tehostaminen. Kaiken materiaalin ja markkinointikanavien haluttiin olevan yhtenäisiä ja yrityksen 
uuden tyylin mukaisia. 
Liikkeelle lähdettiin tutkimalla yrityksen jo olemassa olevia markkinointikanavia ja niiden 
kehtyskohteita. Hampurissa järjestettävillä In-Cosmetics -messuilla pidetyistä haastatteluista 
saatiin tietoa alalla käytetyistä sosiaalisen median kanavista osana markkinointia. Näiden 
tulosten ja yrityksen tarpeiden pohjalta luotiin yritykselle uusia markkinointikeinoja. 
ASIASANAT: 
Markkinointi, sähköpostimarkkinointi, sosiaalinen media, viestintä, näkyvyys, imago 
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1 INTRODUCTION 
The subject of this thesis is business-to-business (B2B) online marketing using 
different channels including social media, a newsletter and the company’s intra-
net. The thesis was made for The Innovation Company®, a small B2B compa-
ny, which manufactures premium raw materials for cosmetic industry. 
The Innovation Company® was founded in 1987 by Mr Alain Saintrond. The 
company is located in France, in the city of Dreux, one hour from Paris. There 
they have their laboratories, production plants and offices. The Innovation 
Company® was originally named Créations Couleurs® as it was concentrated 
especially on colour cosmetics, meaning that it produced colour pigments for 
cosmetic products. Later the product range grew to emollients, texture modifi-
ers, moisturizers, UV-filters and other raw materials used in skin and sun care 
products, which led to the creation of the company’s three divisions: Créations 
Couleurs® (Colour Care), Créations Soins® (Skin Care) and Créations So-
laires® (Sun Care). In 2012 the company changed its name into The Innovation 
Company®.  The company has 25 employees, but as the owner Mr Saintrond 
says: “The number of employees does not define the success of the company.  
It is not the amount of employees but what they can do with the high-end tech-
nology equipment the company has invested in.”  
The company operates globally and has customers on three continents, Ameri-
ca, Asia and Europe. Even though the company produces and sells raw materi-
als, it also makes formulations of final cosmetic products to demonstrate how 
the raw materials actually work in a product. The formulations are a big part of 
the marketing, as they can directly help the customers in product development 
and save a lot of their valuable time. 
The Innovation Company® is modernizing its look; they have recently updated 
their name and the company’s logo as well. The goal of this thesis was to create 
new interactive marketing channels and update already existing ones. The pur-
pose was that all the sales promotion material matches with the company’s new 
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image and style. Company’s technical director and the contact person of this 
thesis, Jaana Printz, says that the aim is to get visibility for The Innovation 
Company’s new image, create marketing material in line with the new style and 
to keep the look consistent in every channel used (Jaana Printz 2014). 
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2 STARTING POINT 
2.1 About the company 
The Innovation Company® operates in Dreux and the facilities consist of admin-
istration, marketing, laboratories and production units. The administration offic-
es execute customer service, purchasing and accountancy. The marketing team 
includes sales people and marketing people. The laboratories take care of R&D, 
quality control and quality insurance, as well as the formulations of final prod-
ucts. The Innovation Company® has two production units, which are divided 
into white products and colour products.  
The sales network consists of The Innovation Company’s sales people, which 
are divided by territory. In each territory, the company has also a local distribu-
tor, The Innovation Company’s sales people visit different territories together 
with local distributors, except in France where customers are visited by the 
company’s own sales person. Below is the organogram of the company (Figure 
1). 
 
Figure 1. Organogram of The Innovation Company® 
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2.2 Marketing methods used before 
The company has three main marketing channels: magazines, exhibitions and a 
wide range of distributors from all over the world. The company would like their 
marketing to develop more towards interactive methods and start to do online 
marketing. 
 
Magazines 
The main marketing channel for The Innovation Company® is magazines. In the 
most important, the SPC Magazine (Soap, Perfumery and Cosmetics), the 
company publishes three advertisements per month. The purpose is that each 
division; colour care, skin care and sun care are promoted equally. The compa-
ny also advertises in other magazines approximately twice a year. The maga-
zines are different professional magazines and the choice is based on the pro-
moted product or technology. For example, if the company has a new sun-
screen formulation that they want to advertise, they would choose a magazine 
or issue suitable for sun protection products and the division, which is shown in 
the advertisement, is Créations Solaires. 
The downside with magazines is that they are very expensive. Another concern 
is that they are losing readers and many of them are completely quitting the pa-
per version and going online. Partly because of these changes, The Innovation 
Company® commissioned this project to create new ways to gain visibility and 
market their products. As everything and everyone are online, the company 
wants to be there too. 
 
Exhibitions 
The second, more interactive, marketing channel used in the company is pro-
fessional exhibitions. The company has participated in exhibitions all over the 
world for more than 20 years. The main exhibition for the company is called In-
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Cosmetics Europe, which is organized once a year. In 2014 it was held in Ham-
burg and I was able to participate. The company also takes part of other re-
markable exhibitions, for example PCHI in Asia and In-Cosmetics in Asia. 
Those three are the main ones but the total number of exhibitions is five to sev-
en per year. The other exhibitions are chosen like the magazines; what suits for 
the current need. Exhibitions are places to show the newest formulations, pre-
sent the latest technologies and innovations. The purpose is also to meet with 
the distributors, sign contracts with already existing clients and to make con-
tacts with potential new customers. To get contacts, the company has a request 
form to fill. The stand holders, who often are sales people, write on the forms 
which formulations or raw materials the potential customer was interested in, 
the activity of his/her company and all the possible information that can be col-
lected that might be useful later. Rule number one is always to ask for and at-
tach a business card of the potential customer on the form, to be sure about the 
identity of the person and avoid giving information to competitors or industrial 
spies. The business cards and the request forms are needed to be in touch 
concerning their enquiries after the exhibition. Every form is read and the re-
quests and questions are answered accordingly. 
The company also gets attention because of the visual appearance of their 
stand, especially at In-Cosmetics Europe. In-Cosmetics is a very big exhibition 
and the exhibitors invest a lot of time and money to build up their stand for the 
show. For The Innovation Company® it is a tradition to build a stand that always 
stands out from the rest by its unique design. Unlike the other companies, The 
Innovation Company® does not order their stand ready made, but everything is 
planned and made by the company’s staff. People always compliment their 
stand and are waiting for how it will be designed next year. 
The downsides with exhibitions are that they are time consuming and request a 
big budget. In addition, the real gain is very difficult to evaluate. The request 
forms with business cards received from exhibitions are not well organized. Af-
ter the show, they are divided by country, analysed and handled. Then the 
company’s local distributors get a copy of the request and follow up the lead. In 
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the end, the request forms are archived in files. That is one of my challenges; 
how to use the contacts and organize their information in a more effective way. 
 
Distributors and material spread through them 
The third marketing channel is the company’s distributors and the material 
spread through them. The company has distributors who promote and sell their 
products in more than 30 countries. Distributors are using mainly formulations, 
which are made by the company’s formulator to promote the raw materials. The 
formulations are created in the laboratory from where the formulator sends the 
formulation written in French to a sales person, who translates it into English 
and modifies it into a more commercial form. The formulations of the final prod-
ucts are made to demonstrate the raw materials, which the company is selling. 
In written formulation there is a lot of essential information about the raw mate-
rials; usage levels, production, pH level, main characteristics of each material 
and how they work with other materials used in the product (see appendix 1). 
Distributors also use other sales promotion material, made by the company’s 
technical service person, for example power point presentations about the 
products, seasonal trend presentations and raw material application sheets, 
which help them to indicate the raw materials. 
2.3 In transition 
To create a better understandable image, the company changed its name in 
2012 to The Innovation Company® and the old name Créations Couleurs® be-
came one of its divisions. After the name change, they also changed their logo 
and image. The first step was just a little update to visualize and clarify all the 
three divisions. It can be called a transition logo because it was made for people 
to understand that the company is also doing skin and sun care raw materials 
(Picture 2). The company’s former logo gave people an impression, that they 
are still concentrated only on colour cosmetics, which the name Créations 
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Couleurs® refers to (Picture 1). Now Créations Couleurs is one of the three di-
visions of The Innovation Company®. 
 
Picture 1. The old logo of the company. 
 
Picture 2. The transition logo with the three divisions. 
In 2013, the company wanted to finalize the visual change of the logo and make 
it trendier and up to the date with their luxurious products. The logo needed to 
represent them. They changed the logo into a stylish, clear, easy to understand 
with classic serif typeface. High-end cosmetic brands, such as Dior and 
Lancôme, have a similar serif typeface on their logos. The colour is black, which 
is sophisticated and symbolises elegance. (Precision Intermedia 2014.) Also the 
text Paris was added under the company’s name. Paris represents the cosmetic 
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industry and is considered as a benchmark for cosmetic industry and fashion. 
The designer of the Innovation Company® made the artwork. 
 
Picture 3. The picture of the current logo. 
After the logo was changed, the change of all existing materials and the crea-
tion of new started, the first one was the company’s website which was followed 
by all the marketing channels and material: intranet, online newsletter, and so-
cial media. This is where my project actually started. 
When I started as an intern in the company, the designing of the new website 
was already in process. From now on I speak about our company, as I am an 
employee in the company. The company wanted to update the website to match 
the new image and get visibility for it. The main issue with the old website was 
that there was only one person, our graphic designer, who could update it due 
to the technical structure of it. What made it even more challenging, is that he 
works from a distance. There was expired information and a lot of vital infor-
mation was incorrect on the old website, for example our distributors’ contact 
information, product formulations and the company’s exhibition schedule. The 
website is a very important part of the company’s image, as it is where people 
can search for information about the company and expired data do not give a 
good impression. The visual image of the old website was also somewhat out-
of-date and needed to be renewed as well (Picture 4). 
The new website was launched on the 7th of March 2014. Before the launch of 
the website we changed the layout of the formulations too. We highlighted the 
SPF (sun protection factor) testing results, removed irrelevant texts and re-
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placed it with important information and added the new logo in them. SPF test-
ing is very important to the company, because they make many products with 
high SPF. With the tests the company proofs the SPF factor of the product. I 
was responsible for the website’s formulation page, as I am the person in 
charge of writing the new formulations. I chose the formulations on the website 
and organized them there by categories (Picture 5).  
 
 
Picture 4. The formulation page of the old website. 
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Picture 5. The formulation page of the new website. 
When we have new interesting formulations, I will update them into our website. 
The new website is easy to modify and can now be done by the company’s em-
ployees. The purpose of this is to offer current information and refresh the page 
regularly. 
The new website’s layout is sophisticated and modern, it is clear, simple and 
spacious. There is plenty of free space with a lot of white and harmonious col-
ours. It contains big pictures, illustrations and videos to make it lively. The se-
cond update of the website is already planned because the company wants to 
publish their webpage also in French. This update takes place in May 2014. 
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3 CREATING VISUAL AND INFORMATIVE MARKETING 
COMMUNICATION 
3.1 Intranet 
The company has already had an intranet (intra) for one year, but it did not fill 
all of its purposes, which is to give current information to our distributors and 
provide new sales material for them. The distributors found intra useful, but it 
was not very user friendly, as the information was not categorized. There were 
not any guidelines how to use the intra and it was not working so well. Because 
of expired data and too many administrative users, the intra was not so conven-
ient.  
 
Benefits of intranet 
The benefit of having intranet is that we do not have to send every document 
separately to our distributors, but they can collect data from the intranet them-
selves.  One big benefit is also that it is confidential and private and requests 
password from each user. Only people who have the rights to log in can access 
to intra. (Nibusinessinfo 2014) Regardless of the physical location of the distrib-
utors, everyone will get the information at the same time. It is fair and equal to-
wards every user. Using intra lowers travelling costs, because the education of 
the distributors can be done online. It reduces cost, saves time, and increases 
collaboration. Unlike paper documents, intranet provides audio, video and inter-
active applications (Planet Apex 2007). 
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Bringing Intra back to life with announcements 
It is possible to log in to the intra through our website. On the second update of 
our new website, there will be “request button” for intranet rights. Through that 
the potential clients, who visit the page, can ask for access to intra, if they do 
not have credentials yet, but would like to download restricted information. 
When they click the button they fill out their information and I will receive the 
request as an admin by email and will evaluate each case separately together 
with our technical director. We want to minimize the amount of misuses of our 
intra and we do not want to give the access for example to our competitors. We 
are sharing our intra among the distributors and planning to give access to the 
potential clients as well. We will categorize them and give them different rights. 
Potential clients are not able to see all the documents, which the distributors 
have an access to. 
I got the administrative right for intranet and started to modify it to fill its actual 
purpose as a channel to give new information to the distributors and to com-
municate with them regularly. I started by removing expired information from 
intra. After cleaning out the old data, I added all new formulations, application 
sheets of the products and other material on the intranet, and arranged them by 
category to make them easy to find. I also updated all distributors’ contact in-
formation and added new distributors on the list. 
On our intranet, it is possible to send announcements to all of our distributors at 
the same time. We decided to take advantage of the possibility and designed a 
simple template for the announcements. We used the thin typeface, the same 
that is used in our promotional material. We also used our new logo and illustra-
tions, similar to the ones on our website. The purpose of the announcements is 
to remind the distributors of our existence, encourage them to contact us and 
show support. We would also like to get their feedback. Besides the content, the 
visual aspect of the announcements is important and represents the company’s 
new style. 
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The first announcement was a welcome announcement (see appendix 2) I 
made to inform that in case of any problems, for example, if you do not find 
documents, if there is an issue to access the intra or just for questions the dis-
tributors can contact me. The purpose of the welcome message was also to 
show that the administrative person has changed and is here to help. I tried to 
make the message friendly and casual to make it easy for the distributors to get 
back to us. I got three password requests immediately after my welcome an-
nouncement and two later on during the first week. My second intra announce-
ment (see appendix 3) was an invitation to our spring seminar in Dreux. Distrib-
utors were already aware of the seminar but we had not received many confir-
mations to participate. After the intra announcement we received 12 positive 
answers, which were 67 percent of the total number of attendees. The third an-
nouncement (see appendix 4) was a notification of our new website and at the 
same time it was a reminder to all our distributors to make sure that their con-
tact information is correct on our website. We received very good feedback of 
our website and we found out that four out of 34 of our distributors had expired 
or incorrect contact information.  
I have uploaded new formulations and sales material to the intra and distribu-
tors can download the information from there. There is a newsfeed on the front 
page of the intra, which notifies about new documents automatically. In that 
way, I do not have to send a separate announcement of each new document. It 
is time-saving and a useful way to share information.  
 
Marketing material 
We organized a spring seminar for our distributors in our seminar facilities in 
Dreux on the 7th and on the 8th of April, just after In-Cosmetics in Hamburg. 
Many of our distributors had a stand there so even distributors from outside Eu-
rope could participate in our seminar easily without extra traveling. Usually, the 
company has prepared a printed training catalogue for the participants. The 
catalogue has been about 50 pages and has included formulations, application 
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sheets and other promotional material. This year we decided that instead of the 
printed catalogue, we put all the material on our intra. The distributors prefer an 
online version so they can easily print it themselves and share it with their col-
leagues and clients. We also decided to put all our magazine advertisement 
there in the future. This year the topics of our spring seminar were colour pig-
ments and fashion trends as well as our new formulations. I made a presenta-
tion about our 2016 colour trends (see appendix 5) and wrote the new formula-
tions presented in the seminar. I uploaded all those documents to our intra. The 
only paper version, which I made, was a seminar program for every attendee 
with the company’s updated style. We use thin typeface in all our documents, 
which is in line with our new image (see appendix 6). 
3.2 Social Media 
Social media is a very popular channel in marketing these days. It has been like 
that for a while for business-to-consumer (B2C), but now it has also become a 
part of B2B marketing. Social media is changing the society and through that 
also the fashion industry, trends and products. There is more public communi-
cation nowadays and The Innovation Company® wants to be part of that. The 
company has been planning to create social media channels but they were not 
sure which ones to join and how to manage the channels. This job was given to 
me as a part of my project. 
I started to do research about how to use social media, in terms of B2B, by par-
ticipating in a lecture called “How not to waste time and money on social media” 
by Richard Stacy. Stacy has been called a social media architect. The lecture 
was very interesting and provided a lot of useful tips. Stacy says that everyone 
is using social media, but not everyone is getting the value of it. (Richard Stacy 
2014.)  
We want to get the value from our social media channels and that is why I have 
done a lot of research how to get it. I held an interview in Hamburg, In-
Cosmetics exhibition, on the 3rd of April. I interviewed 20 companies from the 
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industry about their social media channels. I also used our seminar as an op-
portunity to discuss with our distributors about the matter, and found out which 
channels they were using. The distributors like the idea and promised to share 
our videos and other posts in their social media channels. That kind of collabo-
ration increases the visibility of our social media channels. Our decision, which 
social media channels to choose, was based on our needs, the information col-
lected from the interviews, and the research about it. We chose Vimeo, 
YouTube and Facebook. 
On the second step of the update of our new website, we are adding the icons 
of the social media channels used on our page and link them so that visitors of 
the page can easily navigate from page to page. We are considering also other 
social media channels, which could be useful to the company, like LinkedIn and 
Twitter.  
As one of our main purposes is to achieve visibility for the company’s new im-
age, we designed a special logo for social media channels, which is a logo that 
is in line with the style (Picture 6). It differs from our company’s official logo but 
it is designed with the same style. We have also used it on our intra profile and 
in intra announcements. We want to make it recognizable and keep the con-
sistency.  
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Picture 6. The social media logo. 
3.2.1 Vimeo 
The company makes a lot of different kinds of videos, for example product 
demonstrations, product testing, make-up tutorials and technical videos about 
formulating. We have made a lot of new videos and the plan is to make even 
more. The purpose is to share the videos and gain visibility through them. I cre-
ated a Vimeo Pro account for the company, which costs 159 euro per year. 
There are many benefits of having a Vimeo account, for example, it does not 
promote the other users’ videos, like YouTube does (Ignitesocialmedia 2009). 
Our website videos are linked with Vimeo. The videos from our website lead to 
our Vimeo when you click them. Vimeo also allows people to share and like the 
videos, which gives more visibility for the videos. One big privilege of Vimeo is 
that there are not any commercials on the videos, which makes it suitable for 
professional use. 
On Vimeo there are also statistics, where it is shown how many times our vide-
os have been watched and in which geographic location. We have received in-
ternational views from all over the world. It is very interesting to see where and 
how often the videos have been watched. In fact, more interesting and im-
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portant is: why people are watching them. There is a great chance that those 
people are going to visit the company’s website, and learn about the company’s 
activities. Companies, which are not using videos as a part of their marketing 
strategy, are missing a huge market opportunity. (Videobrewery 2014.) To get 
more views we use tags (keywords) on our videos. Tags are words describing 
the videos, they also categorize the videos and make them easier to find. The 
more tags we put, the more likely our videos will be seen. We have standard 
tags that we use on every video, and on each video we also add individual tags, 
linked to the subject of the video. Below is a picture of Vimeo statistics (Picture 
7) from week views from the 3rd – the 10th of April (Picture 7). 
 
Picture 7. Vimeo weekly loads. (Vimeo 2014.) 
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It required a lot of time and research to figure out how to navigate on the Vimeo 
page and how to manage certain settings. To save time and to be more efficient 
in the future, I made Vimeo instructions for the company (see appendix 7). 
3.2.2 YouTube 
As the company makes a lot of videos, it was obvious for us to create a 
YouTube channel. It is the third most visited website in the world after Google 
and Facebook (Alexa 2014). YouTube also belongs to the worlds most used 
search engine, Google. I had already created a Google account for the compa-
ny, as we needed to link our website map to Google Maps. We used the same 
Google account to create our YouTube channel. 
On YouTube it is possible to choose the thumbnail pictures for the videos. 
YouTube gives you four thumbnail choices, which it has randomly selected from 
your video. If none of those please you, it is possible to customize your own 
thumbnail. We customized all of our videos thumbnails to make them consistent 
and fit the company’s image. We made customized thumbnail pictures to each 
video using our social media logo. I also linked our website on the videos. In 
each of our video there is a box, “Click here to visit our website 
www.theinnovationcompany.fr”, by clicking the box the viewer ends up on the 
company’s website. You can choose the time you want the box to show on the 
video. We decided to show the box during the whole video, because the viewer 
can remove the box by clicking the cross on the right hand side corner of it. We 
wrote the company’s address in the box to make it visible, even if they do not 
click, they will see it.  
On YouTube, you can decide if you want to “monetize” your videos. On mone-
tized videos there will be pop up advertisements, which gives you the opportuni-
ty to earn money. We chose not to use monetization because the advertise-
ments are disturbing and our purpose is to promote The Innovation Company® 
not any others. 
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The company’s name is essential to be shown on the videos. People will most 
likely use the company’s name for search information about it. We noticed that 
even if the channel is named after the company, our videos did not appear on 
YouTube search with the company’s name. After I added the company’s name 
to each of our videos, they appeared on the first page of the search, which is 
very important. When the videos are easy to find, they get more visibility, and 
the videos give visibility to the company. We are also using the same tag meth-
od as on our Vimeo videos; standard tags that are put on each video, and indi-
vidual tags according to the subject of the videos. Description of the videos is 
very important. When the video is well described and there is the company’s full 
web address. In the article “8 Effective Ways to Use YouTube for Business” 
marketing analyst Vishal Pindoriya states that you should use as much key-
words and be as much descriptive as possible (Socialmediatoday 2012). With 
these tricks, the videos will be found a lot more easily on the search. It is also 
possible to describe your channel. Channel description can be simple. Our de-
scription is about the company: “The designer of the most imaginative raw ma-
terials for cosmetics. Made in France with love and dedication. © The Innova-
tion Company 2014.” We are using this description in all our marketing materi-
als and on our website. 
It was interesting to figure out that YouTube was even more time consuming 
than Vimeo. I watched many tutorial videos and did a lot of research to manage 
our YouTube page. To save time and efforts in the future, I made comprehen-
sive YouTube introductions (see appendix 8). Like on Vimeo, on YouTube you 
can also see how many times people have watched your videos. In one month 
all of our five videos were watched total more than 1350 times (Picture 8). 
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Picture 8. Video views on YouTube. (YouTube 2014.) 
3.2.3 Facebook 
If a marketer has to choose only one social media channel, it should be Face-
book. Social media scientist and author Dan Zarrella argues that Facebook 
page works as a brand’s face to the social world. (Zarrella 2013, 50.) One of the 
main purposes of this thesis was to create interactive marketing communication 
for the company. Facebook is a community, which purpose is collaborative so-
cial interaction (Evans & McKee 2010, 31).  
I interviewed 20 companies and 16 of them (80 percent) had a Facebook page. 
Two out of the four, who did not have Facebook, were planning to have them. 
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Many of the companies are organizing competitions on their Facebook page to 
increase shares and likes. One of the interviewed companies had something 
they called “ambassadors”, which is a group of employees who start the con-
versations on their company’s Facebook page, using their personal accounts. 
They want to make sure that every post gets attention, and if no one likes or 
comments on their posts, the ambassadors do. The ambassadors also take part 
in the conversations on the page and share the pictures and other posts. Most 
of the interviewed companies were happy with their Facebook pages and said 
that it is a good way to share all the marketing materials and measure if people 
like it or not. (Interview 2014.)  
Facebook is a good channel to gain visibility, but also to show a human side of 
the company and communicate with people. Stacy says that Facebook is a use-
ful tool for measuring what people think about your business. The things to fo-
cus on are; to listen, to understand, ask questions and be prepared to help. 
Conversation, contact and communication are very important. (Richard Stacy 
2014.) There are many tricks to be done to attract attention on Facebook, for 
example, to make your page interactive, post questions to encourage people to 
comment on your post. Although Zarrella’s research shows that status updates 
with questions got fewer likes and shares. So questions are good to use in part 
of the overall strategy among other kinds of updates. (Zarrella 2013, 58.)  
We are going to use all these methods to make our Facebook page more visible 
and interactive. Some of our distributors and their companies are using Face-
book as well. We are helping each other out, and will share each other posts, 
pictures, videos and other material, which is good for both parties. We are also 
sharing tips how to manage the Facebook page. 
We launched a Facebook page for the company on the 25th of April. To in-
crease the possibility to our page to show when people are searching it, we 
filled each information field there is to be filled on Facebook. We added our con-
tact information and link to the company’s website (Picture 9). 
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Picture 9. Information about the company on the Facebook page.                    
(Facebook 2014.) 
 
Three of the companies’ employees were the first ones to like the company’s 
new Facebook page, me included. We will be working like the ambassadors of 
one of the companies I interviewed. We started by inviting our friends to like our 
page. The more likes we get, the more we get visibility. In one day we got more 
than 350 visitors on our Facebook page and more than 50 people liked our 
page. The more people will like our page, the more our posts, pictures and vid-
eos will show to people. As mentioned before, we have some of our distributors 
and business partners on Facebook, they sometimes have posts related to our 
company, which we, of course, will like and share. Like that we will be seen on 
their pages too. Our first picture was the profile picture, which is our social me-
dia logo. We also added a background picture, which is a picture taken at In-
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Cosmetics Hamburg. Our first post was one of our new product testing video, 
which we shared our Vimeo video on our Facebook page. In one day, more 
than 50 people saw our video. (Facebook 2014.) 
In addition to the free marketing opportunities, there are also many paid possi-
bilities for marketing your page on Facebook. There are classic advertisements, 
which include a headline, an image and link to the wanted page. Those adver-
tisements appear on the side of the Facebook newsfeed.  You can target your 
advertisements by age, location, education and personal interests. Another paid 
way to gain visibility is to promote your posts. This tool increases your chances 
to be seen on the news feed of the people who have liked your page and their 
friends. You can choose a budget, which will set the duration of your post pro-
motion and the estimated amount of people it will reach. Contests are also a 
commonly used marketing method on Facebook. There are many paid tools for 
organizing a contest, as well as free ones. For free tools, you often have to 
have a certain amount of likes on your page to be able to use them. (Word-
stream.com 2013.) 
There is a very useful tool, called Custom Audience, which allows you really to 
advertise for your real target group.  You just need to upload a list of emails on 
Facebook and it will be matched with the active Facebook users. Facebook 
finds approximately 30-50% of those addresses depending of the quality of your 
list. Once you have uploaded this list of emails on Facebook, you can easily use 
it in your advertising. (Socialmediaexaminer 2013.) This might be a very useful 
tool for us as we have done a customer database for our email marketing cam-
paigns. 
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4 EMAIL MARKETING 
4.1 New visual marketing channel for The Innovation Company® 
In addition to the magazine advertisement, the company wanted a new visual 
marketing channel that reaches potential customers. The company wanted 
something, which reaches a wider group of people and is more promotional 
than intranet. The intranet is more for keeping contact with the already existing 
distributors. We receive many online newsletters in our company’s email and 
some of the newsletters are interesting and attracts attention. Since the maga-
zines are not doing so well, we decided to start to market the products with 
online newsletters.  
First we thought about how many times we want to publish the newsletter and 
what would be the content in it. That was quite easy to figure out since the 
company wants to promote each of the three divisions equally and hence we 
decided to promote them in turns. We also want to promote the upcoming exhi-
bitions in our newsletters. They should not be published too often or the readers 
will loose their interest. It is better to start slowly so your newsletter will not be 
considered as spam. Consistency and content are very important. (Entrepre-
neur 2011.) 
4.2 MailChimp 
I started by comparing many different options and tools for designing and send-
ing the newsletter. We evaluated between Constant Contacts, AWeber and 
MailChimp, and, finally, we chose MailChimp. I read many discussions on Inter-
net and watched many demonstration videos about email marketing tools. 
MailChimp is the most popular and well-known email marketing service there is. 
Constant Contacts is not as easy to use as MailChimp and AWeber has nothing 
that stands out. (1stwebdesigner 2011.) More than 5 million people from all over 
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the world use MailChimp (MailChimp 2014). Based on the information we found, 
we chose MailChimp. 
There are different account choices to choose from depending on the amount of 
emails to be sent. We purchased an account with the capacity of 10 000 email 
addresses and unlimited sending amount which cost 54.90 euro per month for 
the company. It is a very reasonable price to pay for the visibility, especially if 
compared with the magazine advertisement prices. The company has been 
planning to create a database of customers, but they did not have it yet. With 
MailChimp it is easy to create the lists of contacts so it will work also as a cus-
tomer database. 
4.2.1 Designing the newsletter 
The style for our first newsletter came from our In-Cosmetics theme, which was 
“hot and cold”. The newsletter was an invitation to our exhibition stand. I started 
the designing with Adobe InDesign program. Simply because of my interest to 
learn about graphic design and I wanted to outline the wanted result. As the 
company was satisfied with the sketch (see appendix 9), I started to work based 
on that.  
The Newsletter is a very big part of the company’s new image and we want it to 
be in line with the new look. We made a picture to the newsletter with the com-
pany’s style and a slogan “Feeling cool by looking hot”, which refers to our In-
Cosmetics theme. We added our exhibition stand number and welcoming text to 
the picture. In the texts, we used the company’s thin typeface like in every other 
material we make. 
MailChimp has made the newsletter’s designing part quite simple. At least, 
when you have done it once, it is easy to do again. We chose a basic template 
from MailChimp, which works also with mobile devices. It is not enough nowa-
days, that the design looks good in the computer screen, but it needs also to 
work in other devices too. Zarrella argues that most of the emails are these 
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days read somewhere else than on the work desk and is very often read with 
mobile device (Zarrella 2013, 82).  
When you have chosen the template you just add the picture, the texts and the 
links you want. One thing that we also wanted to add on our newsletter was the 
unsubscribing possibility. We do not want to send our newsletter to someone 
who does not want to read it. We decided to do the newsletter in English and in 
French since those are our working languages. On both newsletters, we added 
navigation links that lead straight to our website.  
4.2.2 Creating the campaign 
When the newsletter was ready, I started to gather the contacts we have re-
ceived from exhibitions and customer visits. I collected each email address to 
an excel folder where it can be downloaded them to MailChimp. In MailChimp it 
is easy to create segments where to categorize contacts. Cummings and Blitzer 
underline the meaning of segmentation of the email campaigns. They argue that 
it is the most powerful tailoring operation to perform on your database. That is 
very important to take into consideration. We segmented our lists by languages. 
We did one list for English speakers and the other for French speakers as we 
did two newsletters. (Cummings & Blitzer 2010, 45-46.) 
In the sending of the newsletter I have noticed that the timing is very important. 
Companies receive many newsletters at lunchtime and for example I delete all 
of them when coming back to work from lunch. Other moment when not to send 
is on weekends because on Mondays the email is usually full of important mes-
sage so people do not read the commercial. 
It is very important to fill up a proper subject name to your email campaign. 
Otherwise it can be considered as a spam. Words like free, offer and money 
and marketing should be avoided (Mannixmarketing 2009). There are also 
many other spam-related words that should not be used as a subject line. On 
the list, I have written a little explanation that why the person is receiving this 
newsletter. “You are receiving this email, because you opted in at our website, 
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visited our company in exhibition or have been in contact with our commercial 
person.” 
 
We sent our first newsletter in English to 3256 people and in French to 1457 
people. I made comprehensive instructions of how to do everything (see ap-
pendix 11). 
We put a subscription field on our website that allows people to subscribe 
themselves on our mailing list automatically if they are not already in our mailing 
list (Picture 10).  
 
Picture 10. Newsletter subscribe field on the company's website. 
When a new email address is written on the field, it is straight connected to 
MailChimp and added to the mailing list. MailChimp always informs when there 
are new people who have subscribed to get our newsletter. We have received 
many new subscribers through our website (Picture 11). 
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Picture 10. New subscribes on MailChimp’s newsfeed. (MailChimp 2014.) 
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5 TOUGHTS 
We have successfully created an easy way to communicate with our distribu-
tors. I have received a lot of positive feedback about our intranet and the dis-
tributors have answered my announcements via email. We are now using the 
announcements regularly, each time there is something that might concern or 
interest our distributors. The distributors were very happy, that there is someone 
from whom to ask for help, and that all the marketing material the company cre-
ates is now available for them too. It is very important, as our distributors are 
the ones selling our products to the customers. We got a lot of positive com-
ments concerning our new website and the style of it. There are still parts, that 
needs to be added in the second update on the website for example the social 
media icons.  
MailChimp is a very useful tool for creating and sending the online newsletter 
and it will be used regularly in the company from now on. MailChimp is also per-
fect for listing our contacts, so it works at the same time as a customer data-
base that the company was missing. People have already subscribed to our 
newsletter list on our website and we are planning our next newsletter. Many of 
our distributors also complimented the newsletter. In our spring seminar, many 
of them asked permission to send it forward to their customers, which offers us 
even more visibility.  
The company was satisfied with this project and so was I. After four months of 
working with this project I am happy with the results. We achieved the interac-
tive visibility that we wanted. A lot of research and work were needed to do all 
this but I learned so much during it.  It also provided some new ideas, which I 
will be concentrating on from now on so the project will continue. The company 
is planning to launch a new product line during this year. This project gives 
guidelines to the marketing of the products. We are going to use email market-
ing and social media channels as a part of the marketing strategy. 
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In the future, all created channels should be easy to handle, because of the in-
structions, but there is still plenty to be done. Social media channels need to be 
updated, because we want to be active there. We are also planning to join other 
social media channels and synchronize all the channels together. Next chal-
lenge concerning the intranet is how to manage it when there are both distribu-
tors and potential clients. We would also like to make the intra even user-
friendlier by adding sub categories there, for example, divide all the formulations 
by division. As we want to keep our promotional material and marketing chan-
nels consistent, we will need to make graphic guidelines about the company’s 
style for example typefaces used, which logo to use and where, and everything 
else concerning the visual look. The next challenge with MailChimp is how to 
create a real advertisement with it. With MailChimp, I still have plenty do. Our 
first newsletter was an invitation to In-Cosmetics and the second one is an invi-
tation to an exhibition as well. The newsletters, after the first two, will be adver-
tisements of our product so the appearance of the newsletter will be different. 
One of my challenges in the future is to measure and show that our social me-
dia channels are useful. Mr. Alain Saintrond considered joining social media 
useless and my mission is to prove the benefits of exploiting these new market-
ing channels. This project was very beneficial and taught me a lot. There is still 
new challenges and still much to learn. 
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PFI°202CS 
Issue date: 0213 
 
 
 
theinnovationcompany.fr 
info@theinnovationcompany.fr 
Made in France 
with fashion expertise 
and dedication 
Colour Correction (CC Cream) Light Capture 
 
Colour Correction (CC Cream) Light Capture with sparkly Creastar® pearlescent pigments. Creabase® MSO gives softness and 
stability to the emulsion. Creanatural® LAB offers a combination based on two hydrocarbons, Meadowfoam Seed Oil and Shea 
Butter. Both ingredients are rich in antioxidants and have excellent skin conditioning benefits. Dedraflow® is hypoallergenic and 
photostable emollient with high sensorial perceptions. Dedraflow® can be used to replace Cyclomethicone. Creagel® Crystals 
modify the rheology of the formulation and give excellent glide upon application. Hectone® is easy to formulate stabilizer that 
provides texture and prevents oil migration from the formulation. Novatext® Velvet reduces the tackiness in the formulation and 
impart in the silky feel. Creaspheres® SIL gives light diffusion and silky skin feel whereas DIM brings creamy silicone type of skin 
feel. BNPoly® UV gives the skin a sheer, ceramic look at the same time as provides UV-protection based on Titanium Dioxide. 
Creasperse® Colour dispersions are easy to use and allow an even colour development. Fiflow® is a gas carrier and works as 
functional active. Fiflow® gives instantly smoother appearance on skin surface as well as skin’s metabolism. 
 
Phase A 
Creabase® MSO Limnanthes Alba (Meadowfoam) Seed Oil (and) Cera Alba (and) 1,50 1) 
 Hydrogenated Meadowfoam Seed Oil 
Creanatural® LAB Butyrospermum Parkii (Shea Butter) Extract (and) 8,00 1) 
 Limnanthes Alba (Meadowfoam) Seed Oil 
Creabase® NTL 80 AS Hydrogenated Polydecene (and) Polyethylene (and) Isohexadecane 2,80 1) 
 Phenoxyethanol 0,50 
 BHT 1,00 
Dedraflow® 50 Hydrogenated Polyisobutene 4,20 1) 
 Tocopheryl Acetate 0,10 
Creagel® Crystal ID Isododecane (and) Ethylene/Propylene Copolymer 16,00 1) 
Dedraflow® 5 JSQI Hydrogenated Polyisobutene 10,56 1) 
Hectone® DF JSQI Hydrogenated Polyisobutene (and) Disteardimonium Hectorite 5,00 1) 
 (and) Propylene Carbonate 
Phase B 
Novatext® Velvet Hydrogenated Polyisobutene (and) Polymethylsilsesquioxane (and) 18,00 1) 
 Vinyl Dimethicone/Methicone Silsesquioxane Crosspolymer (and) 
 Ethylene/Propylene Copolymer 
Phase C 
Creaspheres® SIL WL3 Silica 5,00 1) 
BNpoly® UV Crystal TR45 Boron Nitride (and) Titanium Dioxide (and) Triethoxycaprylysilane 4,00 1) 
 (and) Dimethicone (and) Isododecane (and) Ethylene/VA Copolymer 
Creaspheres® DIM WL4 Polymethylsilsesquioxane 8,00 1) 
BNpoly® UV Crystal TR14 Boron Nitride (and) Titanium Dioxide (and) Dimethicone (and)  2,38 1) 
 Isododecane (and) Ethylene/VA Copolymer 
Creastar® White WL60 Calcium Aluminium Borosilicate (and) Silica (and) CI77891 (and) 2,00 1) 
 Tin Oxide 
Creasperse® Fair Beige CI77891 (Titanium Dioxide) (and) Hydrogenated Polydecene (and)  0,86 1) 
 CI77492 (Yellow Iron Oxide) (and) Hydroxystearic Acid (and) 
 CI77491 (Red Iron Oxide) (and) CI77499 (Black Iron Oxide) 
Creaflakes® WL50/ Calcium Aluminium Borosilicate 3,00 1) 
Radiance BS 
Phase D 
Fiflow® BB76 Perfluorohexane (and) Perfluorodecalin (and) Pentafluoropropane 8,00 1) 
* Preservative systems is tailor made upon customer’s request 
Procedure: 
1. Heat up the phase A to temperature of 80°C-85°C and keep under agitation until homogeneous. Let the temperature cool down 
below 35°C. 
2. Add the phase B into phase A and homogenize (6000rpm) for 5 minutes. 
3. Add the phase C into the mixture (A+B) and homogenize (6000rpm) for 2-3 minutes 
4. Add the phase D into the mixture (A+B+C) and keep under agitation until homogeneous. 
Suppliers:  
1) CIT SARL 
 
Ingredients  INCI Name Qty% Supplier 
Testing: 
SPF in Vitro: 8,50 UVA Ratio: 0,58 Star Category: ** Critical Wavelength: 376nm 
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Welcome to intranet! 
 
 
 
Our intranet is here to help to find 
information fast and easily. You can 
find details on our product range; find 
out the newest developments and 
formulations. Once we add a new 
document in the intranet, you will 
automatically receive an 
announcement by an email. 
 
If you have any problems I am glad to help you. 
 
Tiia Kares 
technicalservice@theinnovationcompany.fr 
 
Guidance: 
You will find all the documents when you click on 'Documents' icon in the main 
navigation bar on the left. Start by reading the quick user guide, as this will help 
you to clarify the document display. To get back to this page, you can always click 
on 'Home Screen' navigation item. 
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! ! 11.03.2014 
 
!
Dear Distributors, 
 
 
We are happy to announce that we 
have launched our new website, just 
before In-Cosmetics. 
Please make sure that all your contact 
information is correct. 
 
We are looking forward to see you soon 
in Hamburg. 
 
 
Best regards, 
 
Tiia Kares  
and The Innovation Company Team 
!
!
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! ! ! 4.3.2014 
 
!
Dear Distributors, 
The Hamburg In-Cosmetics 2014 is approaching. This is just to remind you that our stand 
number is 4J20 and we are really looking forward to meeting you there.  
After the In-Cosmetics we will organize a Spring Seminar in Dreux on the 7th- 8th of April. This is 
always a good opportunity for our distributors to learn new products or just brush up your 
memory. 
If you have a possibility to join us, please confirm as soon as possible so we can make the hotel 
reservations for you. 
The topics for the seminar include for example:  
1. Current French skin care market, new ideas and formulations.  
2. An overview of our latest skin care formulations. 
3. Fiflow® VF, Volume Filler, for 3 in 1 age corrector. 
4. New anhydrous systems called Precious Serums, SEM In Vivo testing. 
5. New colour fashion for summer inspired by Brazilian gemstones. 
6. Granville and Mango colour trends for 2016 with formulations. 
7. Creasperse® CC dispersions with high SPF/UVA. 
8. Creasperse® UV Duo dispersions with high UVA protections. 
 
I hope you will find this interesting and I am waiting for your confirmations. 
 
 
Best regards, 
Tiia Kares and The Innovation Company Team 
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This Granville Colour Trend Presentation is made by Tiia Kares from The Innovation 
Company®.  
Product pictures are taken by Tiia Kares and Sanna Luoma-Keturi. 
Source of inspiration www.pantone.com 
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Healthy lifestyle and protecting your skin from damages (for example early aging caused 
by the sun) is becoming more and more trendy. 
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Granville colours come in five different textures. 
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Three natural and soft pastels are in the colour palette of 2016, they can be creatively 
combined with any colour of the colour range. The pastels are also seen in both fashion 
and decoration. 
Cold and metallic shines are popular.  
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Grey comes in many different shades in 2016. You can combine all ashy pastel greys and 
add one highlight colour.  
Same grey shades together with simple materials are popular in decoration. 
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Frozen elegance. 
These vibrant colours can also be combined with softer colours, they match perfect with 
pastels, and add confidence and electricity when combined with other strong colours. 
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Luxury is always fashionable but in 2016 it is combined with rustic and earthy themes. 
Combine sand and ground colours with one shock colour that brings personality and 
edge to the style. 
 
 
 
  
Appendix 5 
 
TURKU UNIVERSITY OF APPLIED SCIENCES THESIS | Tiia Kares 
 
 
 
Wild tones come to spice up the colour palette. In 2016 colours and textures are 
influenced by wild side of the nature and hard granite stone. Combine red and pink. 
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 www.vimeo.com    
Profile name: theinnovationcompany 
Email address: design@theinnovationcompany.fr 
Password: ******** 
 
Our Vimeo account is Pro membership with an allowed space of 20 GB per week.  
 
 
 
HOW TO UPLOAD VIDEOS 
 
 
To upload a video or videos you click upload button and choose the file or files you 
want to share. 
Remember also to Add Tags (keywords) to categorize your video to make it more 
visible.    
 
 
Standard tags: The Innovation Company, theinnovationcompany, TIC, raw materials, 
cosmetics, make-up, tutorial, creations couleurs, creation soins, creations solaires, skin 
care, sun care, colour care, Paris, France. 
Remember also to add individual tags for each video. For example: cc cream, lip 
gloss…    
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You can link your Vimeo account with 
Dropbox; like that you can upload videos 
straight from there.         
When you go on the Video tab section on the top of the page an extra menu appears 
from where you can create or manage your videos, albums, channels etc.    
  
HOW TO CREATE AN ALBUM 
 
 
To create an album, go in the video tab and select My Albums    
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On the next page right band you will see a 
button +Create a New Album. Click on it.         
 
After that just fill the Album Title and its Description.   
   
To Add videos to this album select a category from the drop-down list; My Uploads 
(videos you have uploaded), My Appearances (videos where you are in or in which you 
have been tagged), My Uploads & Appearances, My Likes (videos you have liked). 
Select the videos you want and click on Create This Album.      
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HOW TO CREATE A CHANNEL   
To create a channel and manage it, click on My Channels in the video section on the 
top of the page.  
    
Then on the right of the screen choose +Create a 
New Channel.          
The channel creation process is the same than creating an album. You need to fill; the 
Channel Name, the Channel Description and select the videos to add to the channel 
by the opening the drop down list and clicking on the videos you want to add. Finish 
by clicking on Create This Channel. 
 
  
  
Appendix 7 
 
TURKU UNIVERSITY OF APPLIED SCIENCES THESIS | Tiia Kares 
 
 
 
 
HOW TO DELETE A CHANNEL 
 
 
To delete a channel go in My Channels section on the top of the page.    
    
Click on the channel Wheel to access to your channel settings.   
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In the setting go to Advanced section and click on Delete this channel.   
  
To complete it, confirm it in the pop-up window.   
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www.youtube.com 
 
Channel name: TheInnovationCompany TIC  
Email address: design@theinnovationcompany.fr 
Password: ********** 
HOW TO CREATE A CHANNEL 
 
The first time you connect on YouTube with your account click on My Channel on the right side 
menu. 
 
 
 
To create a company channel select “click here”. 
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Fill up your Channel Name and choose a category for your channel from the dropdown menu. 
Tick the Pages Terms agreements and click Done to create the channel.  
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Your channel home page is split in three main sections to have a quick overview of your content 
and manage your channel.  First the Activity Feed (1) section will show your uploaded videos and 
any other public activity. Channel Art (2) is for designing your channel layout. With that tool, your 
channel can be seen on computers, phones and TV screens. The last section is the Subscriptions 
(3). It will show you the channels you are following and gives you quick access to them. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
2    Channel Art 
1     Activity Feed 
3     Subscriptions 
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HOW TO UPLOAD A VIDEO 
 
To add videos on YouTube channel click the Upload button. You can always find it in the same 
place (on each page). 
Here you can drag and drop or manually select files you want to upload. 
 
Select the file you want to add and you will land on the uploading page where you can set your 
video. 
In the Basic Info section you can Rename your video, add a Description and Tags and define a 
Public, Unlisted or Private Status for your video. When the video has been processed you can 
choose the Thumbnail you want to use as video cover.  
 
 
It is important to fill your description section. First put the URL of your website. Then describe 
your video and your products with many keywords. Your video will be easier to find and will 
appear more often in the research results. 
Appendix 8 
 
TURKU UNIVERSITY OF APPLIED SCIENCES THESIS | Tiia Kares 
 
 
  
 
In the Advanced Settings you can allow comments on the video and choose the video Category 
and manage other settings. 
 
 
 
Click Publish when you have filled all the essential information. 
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HOW TO CREATE PLAYLISTS 
 
Go to My channel home page and click on Playlist section. 
 
On the next page click +New Playlist button and add Playlist Title, definite the Status then click 
Create 
 
 
After creating playlist Add a description edit Playlist settings and Add a video. 
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You can add videos in three different ways. In Video search you can search videos by name. In 
URL you can add YouTube video address link. In Your YouTube videos you can select videos 
from your own uploaded videos. 
 
 
 
 
 
 
 
You can manage your playlist order by moving video up or down in your playlist, set the 
thumbnail of your playlist. Choose the video you want to edit click More and select your action. 
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HOW TO CREATE/EDIT THE CHANNEL ART 
 
In order to set your channel for all the devices (Computers, Phones or TV screen) you need to 
edit the channel art. To edit it, go on your channel home page. Click on the edit icon in the top 
right corner of your cover picture and select Edit channel art.  
 
 
 
Select the picture you want to add on your channel and it will automatically put the picture on the 
three devices format. You can adjust the picture by clicking on Adjust the crop. When you have 
finished editing it click on Design preview to have an overview of the rendering. Click Select to 
save and close. 
 
 
You can also add link to your channel art to redirect viewers to your website or social media 
networks. To do it go on your channel home page and click on the pen icon and select Edit links.  
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You can now fill up the links you want to add to your channel art. 
Add Custom links by giving a name and the links that is hidden behind it. 
 
 
 
You can also add Social Links. Google+ account is set by default as YouTube and Google+ 
belong to Google. You have the possibility to add other social links by clicking on +Add button. 
Then choose social website in the drop down menu and fill up the address of it. 
 
 
 
 
Click Done to save your modifications.  
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HOW TO LINK WEBSITES TO YOUTUBE 
 
YouTube offers you the possibility to link your website to your YouTube Channel. With that 
setting you will be able to put your website link straight onto your videos to send viewers on it. 
Go in you channel settings through the Video manager page and click on Advanced. Then go 
down on the page to reach the Associated Website section. Fill up your website address and 
click Add (your channel needs to be verified to see this section). 
 
To finish the process you must prove that you own the website to enable the association. Click 
on Verify. 
 
Follow the different steps and click on the Verify button.  Once verified, the status will go on 
Success.  
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HOW TO INSERT A CLICKABLE LINK IN YOUR VIDEOS 
 
Go in Video Manager and choose the video you want to Edit. 
 
On the top bar menu click on Annotations 
 
On the + Add Annotation list you can add content as titles, notes, speech bubbles or spotlights 
on your video while it is playing.  
Choose Note to insert text that people can see on the video. On the right side put your text and 
edit the shadow size, the font color and the note background color.  
Set the time your note will show on your video with the tool just below the video. 
Edit the display time by moving the red brackets so the note will be shown during the whole 
video. (Viewers can close it at any time) 
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To make the note as a link tick the Link, select Associated Website 
in the dropdown menu and put your associated website address. 
Click Publish on the top to save your changes and publish your 
video with the new clickable link. 
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www.mailchimp.com 
 
 
Username: The Innovation Company 
Email address: technicalservice@theinnovationcompany.fr 
Password: ******** 
 
 
Our MailChimp account is limited to 10,000 subscribers with unlimited emails. 
 
HOW TO CREATE A LIST 
 
A List is a file of our contacts (email addresses), which are called subscribers on MailChimp.  
 
To create a list go in the List-section on the left bar then click on Create a list.  
 
 
 
There are two ways to add subscribers; one by one (Add a subscriber) or import a list of 
subscribers. We usually add a list of subscribers at once so choose Add subscribers –section 
and click on Import subscribers. 
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There are many options to import subscribers list; import a text document, copy/paste from an 
excel file etc. We have our contact lists in excel documents so we choose Copy/Paste from 
Excel File. 
 
 
 
 
 
 
By clicking Copy/Paste from Excel File you just need to select the data from your Excel file, 
copy it and paste it in the MailChimp webpage.  
 
 
 
 
 
By ticking the box Auto-update my existing list MailChimp will avoid you to import the same 
subscriber twice in the list. Finish the subscriber importation by clicking on Import list. 
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You have the possibility to unsubscribe or reorganized by moving or copying subscribers to 
another list. To do that just tick the subscribers you want to update then click on Action to 
choose your modification: Unsubscribe, Move to List or Copy to List.  
To move or copy subscribers you just need to choose where to send them as shown on the 
picture below. 
 
 
 
 
 
 
To organize your lists you can create segments, which divide your list in groups of emails. It is a 
useful tool to categorize email addresses. To create a segment in your list, go to your lists, 
choose the list you want to put the segment and click Segment then New segment. 
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Click on Create segment from a list of emails. 
 
 
 
 
Give your segment a name an enter Email addresses. Emails you include in your segment must 
be already in your list. Click on Save segment to create it. 
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HOW TO CREATE A CAMPAIGN 
 
To create a campaign (=emails sent to subscribers), go in the Campaign-section and click on 
Create Campaign.  
 
 
 
 
 
 
MailChimp offers four different kinds of campaigns: Regular ol’Campaign (to send an HTML 
email with plain text alternative version), Plain-Text Campaign (to send simple plain-text email 
with no pictures), A/B Split Campaign (to send to two groups to help you to determine the 
efficiency of your campaign name, subject line or sending time) and RSS-Driven Campaign (to 
send content from a Really Simple Syndication feed). We are using Regular ol’Campaign. 
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You need to define the recipient of your campaign by choosing one List. You can choose to 
send it to the Entire list or to one New or Saved segment. Click Next to go on the Campaign 
Info page. 
 
 
 
Mailchimp asks you to fill campaign info; Campaign name, Email subject (very important, see 
the advices), Name and Email address. You can choose to personalized the “To:” field by 
adding tags for recipient name. The recipient will show their name in the email rather than their 
address. This option can prevent your mail to be considered as spam and not reach its 
recipient. To make it enable tick the Personalized the “To:” field box. Press Next to go on the 
Template page. 
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It is time to choose our Template. MailChimp gives you three choices. You can use already 
Saved template, create a new one by choosing Basic to design your template or Themes to 
use predesigned ones. Select Basic to create a new template. 
 
 
 
 
The Basic template allows you to choose between several templates for your newsletter. As we 
want to keep it simple we use Basic template with 1 or 2 Columns regarding the pictures we 
want to use. 
 
 
 
 
Click on Next to land on the Design section 
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DESIGNING THE NEWSLETTER 
 
After choosing the template you start to design the newsletter. The editing system works by 
modifying sections one by one. On the right side of the page, you can add new sections in the 
Content area.!!
!
!
 
 
 
 
 
 
 
 
!
You can edit the newsletter sections in the Design-area. Select the newsletter part you want to 
edit and click on it. Different settings can be changed for example the background color. 
!
!
!
! !
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Go back on your main area, select a section and click on the edit icon to edit the text; font, color 
etc. 
 
 
 
You also have the possibility to upload pictures through an Image section. Click on the Browse 
button on the section to access on the uploading picture page. You can Drag and Drop Files 
from your computer; Browse a picture from your computer or to Import one from an URL 
address. After selecting the picture in your file through MailChimp browser just click Upload. 
Your picture is now in your newsletter. 
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When your newsletter is created you can save it as template by clicking on Save as Template to 
use it next time and modify what you need.  
 
 
 
 
Mostly our campaigns will be made with saved templates, which are easy to modify as 
explained before. 
